A Study on the competition strategy of Anta Sports by 周海燕
 
学校编码：10384                        分类号_______密级 ______ 




硕  士  学  位  论  文 
安踏体育用品营销策略研究 
A Study on the competition strategy of Anta Sports 
周 海 燕 
指导教师姓名： 刘  震  宇  教 授
专 业 名 称： 工商管理（EMBA）
论文提交日期： 2 01 2 年 1 1 月
论文答辩日期： 2 0 1 3 年        月
学位授予日期： 2 0 1 3 年      月
 
 
答辩委员会主席：           
评    阅    人：           
 




















另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的




































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 


















































































The research object in this paper is sporting goods industry. For Anta (China) 
co., LTD which is in the first army as the case, through the study on the 
competitive strategy of enterprise differentiation and marketing innovation 
strategies, it provides the solution for counterparts when they are in the face of 
market competition and the economic crisis affects. This paper includes the 
bellowing three aspects: the first aspect is that through the analysis on the 
development opportunities and challenges of the sports goods industry in the 
external macro environment, and pointing out the characteristics of the existing 
industry crisis, for these problems ,the essence lies in the homogenization 
operation mode and excessive competition of the sporting goods industry, 
therefore, this paper puts forward the sports goods industry should change the 
marketing models, from channel marketing  to the retail marketing, that 
is ,innovating channel mode.  
Through the analysis on the competitive advantage, disadvantage, 
opportunity and threat of the industry with the SWOT model, on the one hand, 
the sports goods industry is still have room for growth, but the competition is 
very horrifying. The market will be integrated in the future. The new sports 
market will be constituted by the national comprehensive sports goods brand, 
single sports brand which focuses on a sport project and regional market brand. 
On the other hand, large sports supermarket which sells more brands will be a 
route, providing the path differentiation development for the enterprises. The 
sustainable growth of the enterprise needs to make consumers as the core 
transforming the model from the traditional wholesale mode to retail 
management and operating management model, emphasis on rapid response and 
consumption experience. Especially in marketing innovation, the design of the 
product, the research and development innovation, the flexibility of order mode, 
the optimized combination of channel, the new experience of retail, looking for a 













marketing, increasing the ratio of self-supporting shop, promoting service 
capacity of the brand. These models of integrated marketing innovation can make 
the sporting industry sustainable healthy development. 
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1.4  研究方法 






























第二章  相关理论概述 






表 1 典型的 PEST 分析 
政治  
（包括法律） 
经济 社会 技术 





国际贸易章程与限制 政府开支 劳动力与社会流动性 新型发明与技术发展
合同执行法消费者保
护法 






政府组织/态度 汇率 教育 能源利用与成本 





安全规定 消费者信心 生活条件 移动技术变革 
2.2  波特五力分析模型 


































图 1 波特五力分析模型 
 
2.3  4Ps 理论 







促销（Promotion），4Ps 中的 4P 就是这四个基本措施英文首字母，S 是策略
（Strategy）的英文首字母。4Ps 代表的就是市场营销组合策略。”菲利普·科特
勒（Philip Kotler）1967 年在其著作中确认了 4Ps 的理论，并对 4P 进行了详细解
释。4P 关注的每一项内容侧重点有所不同： 



















































Power)、公共关系(Public Relations)被成为战术上的 6Ps，加上战略上 4Ps 再加上
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